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Abstract
Tourism took one of the hardest hits during COVID-19 pandemic, especially in Jordan and India,
as they are tourism-dependent countries. Despite the restrictions that followed the pandemic, this
study identifies the positive influence that this may have caused in enhancing local tourism. The
study employed qualitative research methodology in which a sample of 30 interviews were
conducted using convenience sampling technique in India and Jordan. Data was analysed using
the thematic analysis. Results suggest that countries that have positive country image during the
pandemic, may motivate civilians participate in domestic tourism resulting in improving local
economy. The issue addressed is first of its kind in exploring the positive impact of COVID-19 on
domestic tourism.
Keywords: local tourism, COVID-19, pandemic, country image, destination image
Recommended Citation: Khair, N., Verma, V. C., & El-Deeb, S. (2022). Positive influences of
COVID-19 on local touristic sites: The role of country image in stimulating tourism in Jordan
and India. In L. Altinay, O. M. Karatepe, & M. Tuna (Eds.), Advances in managing tourism
across continents (Vol. 2, pp. 1–14). USF M3 Publishing.
https://www.doi.org/10.5038/9781955833080
Introduction
People have impressions of objects, brands, people, and places; in which, such impressions
determine behaviour (Nadeau et al., 2008). When looking for touristic sites, normally people go
back to their personal experiences or internal source of information (Chandralal and Valenzuela,
2013). People normally associate a perception to a country and to the goods and services produced
by a particular county. Country image (CI) is defined as people’s perception of a country (Jenes,
2007, p.32). Taken that CI and destination image (DI) are directly related when people perceive a
touristic site (Kladou et al., 2014), this paper investigates the role of CI on local DI perceptions
during countries response towards COVID-19. COVID-19 pandemic is a worldwide crisis that has
spread to 206 countries resulting in travel restrictions and many countries closing their borders in
order to limit the virus from spreading (Al Jazeera, 2020). Local tourism has accrued positive
effects on the economic and social well-being of residents in touristic areas (Jordan et al., 2019).
Therefore, it is critical to identify the effect that COVID-19 has imposed on tourism in various
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countries and destination cites. While various articles have investigated the effect of such a
pandemic on tourism (Aliperti et al., 2019; Song et al., 2019; Sio-Chong and So, 2020), there is
lack of research on the positive influence that the pandemic may have in enhancing local tourism.
It is worth mentioning that individuals’ thoughts and mindset have changed after the COVID-19
pandemic (He and Harris, 2020). With the restrictions imposed on foreign countries and touristic
sites (WHO, 2020), and the fear of the spread of the virus (Gossling et al., 2020) locals may be
encouraged to visit local touristic sites depending on the coping mechanism adopted by their
country. Therefore, exploring country image perceptions among locals before and after the
pandemic is essential when determining its influence on local tourism in both Jordan and India.
The choice of countries revolves around the fact that the Kingdom of Jordan has been identified
as one of the countries that relies heavily on the tourism sector (Magatef, 2015) and the Federation
of Associations in Indian Tourism and Hospitality has acknowledged the tremendous loss in
India’s tourism sector (PTI, 2020). After all, tourism in India is one of India’s largest contributors
in terms of foreign exchange as it reached US$ 28.59 billion in 2018; however, it went down to
around US$ 7 billion in 2020 due to the pandemic (Ministry of Tourism, 2021).
Country Image and Destination Image
As mentioned earlier, CI is “the total of all descriptive, inferential, and informational beliefs about
a particular country” and this affects people’s attitudes towards the product or service based on its
CI (Martin and Eroglu, 1993, p.193). Furthermore, Roth and Romeo (1992) mention in their
research that it is crucial for a marketer to have a deep understanding of CI as it can generate
different degree of favourableness across various product and service categories. Mao (2020) has
recently acknowledged the influence of CI and DI of Thailand along with memorable tourism
experiences on Chinese tourists. The sample chosen was of 385 Chinese tourists, who visited
Thailand at least twice. Descriptive statistics and linear regression tests were conducted, and it was
found that CI, DI and tourism experiences of Thailand had a significant impact on Chinese tourists
to re-visit Thailand. Moreover, Huete Alcocer and López Ruiz (2020) analysed the role of DI on
tourist satisfaction. Data was collected from tourists aged 18 years old and above using closed-end
questionnaire. With the help of PLS-SEM methodology, it was found that affective component
played more important role as compared to the cognitive component in forming the DI by tourists.
Travel Restrictions and COVID-19
During the initial moments of travel restrictions due to COVID-19, Aleta et al. (2020) studied its
impact on China during 2019 and 2020. The findings stated that although travel restrictions may
be effective in short-term, it is not a permanent solution to eliminate the disease. This current study
adds value as it explores its effect on tourism. Although results reveal the significance of CI and
DI on tourist satisfaction, this study adopts an in-depth, qualitative approach that will contribute
to grasping experiences among participants.
Relevance of the Study
Over the past five years there has been an increased interest in CI and DI due to the macroenvironmental changes as such as COVID-19; especially in the field of international marketing,
tourism and hospitality (Chaulagain, Wiitala, and Fu, 2019). This novel study provides valuable
insights when it comes to theory and practice in the field of destination marketing and

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833080/23
DOI: https://www.doi.org/10.5038/9781955833080

2

Khair et al.: Positive influences of COVID-19 on local touristic sites: The role of country image in stimulating tourism in Jordan and India

management; it uses a qualitative approach through in depth interviews in the context of tourism.
Furthermore, this study looks at the perspective of two touristic destinations that are among the
Seven Wonders of the World: Jordan and India. By studying the influence of COVID-19 on CI
and DI among Jordanians and Indian population may set the base for exploring the influence of
tourists' destination decision-making process. Previous studies explored country image effects on
evaluating the destination (Zhang et al., 2018) and various aspects related to the destination such
as culture and history (Chen et al. 2017); however few studies related the contexts of CI and DI
both together.
Methods
This research follows an exploratory and descriptive approach that help in obtaining rich and
valuable data that help uncover the hidden benefits of COVID-19 on stimulating local tourism
through the positive reflective turn that took place or already exists when it comes to country
image. Therefore, the use of open-ended qualitative approaches will help eliminate boundaries as
it expands the in-depth knowledge obtained (Moore and Lutz, 2000). Furthermore, data generation
will come to an end once saturation takes place. The ‘saturation’ approach is a tool that brings to
the researcher’s attention that there are no longer new insights that may be sparked by participants
as the ‘saturation’ of themes takes place (Charmaz, 2006).
Data-Generation
In the process of data generation in qualitative and social research, the use of interviews is very
common (Holstein & Gubrium, 2004). Interviews are door openers to in-depth insights to
perspectives, interpretations and descriptions of a phenomena in the eyes of participants (Kvale,
1983). Therefore, due to the nature of the phenomena being explored in this study, the researchers
will use ‘extended conversations’ or ‘responsive interviews’ to be precise (Rubin and Rubin, 2005)
over a three-month period. This is primarily conducted in this study to extract expectations,
experiences, and different perspectives from participants due to the capability that interviews has
when investigating a phenomenon in social research (Nunkoonsing, 2005). This type of interview
shares a commonality of being in between a conversation and a formalized interview where
misunderstandings within the interviews are clarified using conversational repairs (Schegloff,
1992); in other words, correct or clarify unclear and vague statements (Moerman, 1988; p.52). In
responsive interviews, and similar to conversations, there is a narrative and storytelling aspect
relating to it (Rubin and Rubin. 2005).
Sampling
COVID-19 pandemic has forced several restrictions that have hindered the nature of interviews;
as a result, these interviews were conducted online. The sampling technique used is purposive
sampling as participants in this study are university students. Purposive sampling is also called
judgmental sampling, which is deliberately chosen because participants have qualities that are
relevant to the study (Etikan et al., 2016). A total of 30 respondents were interviewed (15 from
Jordan and 15 from India).
Therefore, it is also safe to say that in times of a pandemic, high risk takers are those who still
pursue an adventure and decide to visit local touristic sites. Particularly, according to Duell et al.,
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(2018), the age group between 11-30 have been categorized as ‘high risk-takers’ in 11 countries
including both Jordan and India. Furthermore, as the researcher is looking for certain type of
information, they look for respondents who are willing to provide it through knowledge or
experience (Bernard, 2002). Therefore, the sample of university students who are aged between
18-25 would fit the criteria especially that various international studies have acknowledged that
risk taking begins to decrease among individuals when reaching their mid-20s (Willoughby et al.,
2013).
Interview Protocol, Data Analysis, and Interpretation
English language is used in communication and teaching methods in institutions, making students
more familiar with the terms used in this study. Furthermore, participation was completely optional
with the ability to communicate in English as a condition for participation in both institutions
(Jordan and India). Full word-by-word transcription took place straight after each responsive
interview. Participants are given the chance to review the interpretations of their own answers to
the interview questions to guarantee that the researchers’ voices did not trespass their own voice
(Dunkley et al., 2011).
Moreover, Rubin and Rubin (2004; p. 71) suggest using a wider scope of interviewees to extend
the similarities and dissimilarities in the results until reaching saturation. The researchers followed
a thematic approach through summarizing data and then generate categories that are then labelled
as codes. Such Codes are generated from themes and concepts that are generated by published
literature (Rubin and Rubin, 2011). This is helpful when relating back results to existing literature.
After data was sorted out, it was organized, identified accordingly to the interview it was extracted
from and allocated a specific code. Furthermore, summaries of each concept, subtheme and themes
are generated. A comparison of the generate themes and subthemes are then compared across
participants to differentiated and associate participants’ views of a phenomena. The following table
illustrates the general codes that have been developed and adopted in the analysis stage:
Table 1. General Themes/Codes
General Code
Country image/Destination Image
Pandemic and Country Image
Tourism activities-psychology
Tourism activities -cognitive
Motives to visiting touristic sites.

Description/Components
Country, Reputation, Products, touristic sites, government, jobs, inflation,
unemployment, destination, leisure.
COVID-19, restrictions, fear, country response,
Emotions, family, social connections, leisure.
Concerns, pre-cautions, preventions from visiting sites.
Supporting own country, response to COVID, quarantine, boredom, reaction, lack of
options.

Findings and Discussion
The Definition of Country Image
Country Image (CI) is defined as the “sum of beliefs and impressions people hold about places”
(Kotler et al., 1993; p.141). Usunier (1993, 2006) provides a more all-inclusive definition of the
CI by explaining that it is a multidimensional construct that is influenced by stereotypes, cognitive
and affective components. Akdeniz and Kara (2014) also explain that information about a country
image is associated to beliefs, ideology and stereotypes. Such images are sums of attitudes, beliefs
and impressions a person has of a particular country resulting in influencing decision making and
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behaviour among tourists. The following excerpts demonstrates the definition of CI according to
Jordanian and Indian participants.
Participants from Jordan:
Participant B: It’s people’s impression about a certain country.
Participant D: What first comes to my mind when I hear country image is the way a person views a specific
country. How one thinks a certain way about a country’s background. For example, I would hear Jordan,
Petra would first come to mind, the culture and traditions and the traditional food!
Participant G: I believe that the country image is linked with its reputation, the better reputation it has the
better that the image it has.
Participant R: Is how I see the country in my view, the traditions and the beliefs of the people living in the
country.

Participants from India:
Participant B: Whenever I think about country image the first thing that strike my mind is its history. The
people that left their mark on its land and monuments that still advocate the reality of any country. The
culture and belief shared by everyone…
Participant C: Country image” means the belief one has about a country. It means the image one has of a
particular country. It includes the experience, ideas, impressions etc…
Participant I: For me, Country image refers to the perceptions that one holds in their mind for a particular
country. For example, I have the country image for India as ‘Unity in Diversity’.
Participant K: Country image may be the reputation of a country with respect to its culture, technological
adaptation, financial performance, etc.

As indicated by participants, a country’s image is associated people’s impression, views,
experiences, history, performance, culture and overall perceptions according to participants in both
contexts-Jordan and India. It is safe to say that participants describe country image as a form of
identity to the country itself, its people and its location. Previous authors have acknowledged that
choices of certain touristic destinations depend on an overall held image or perception an
individual has of a particular country (Walmsley and Young, 1998; Mossberg and Kleppe, 2005).
Therefore, it is significant to understand the perceptions of (CI) among participants in both
countries prior and after the pandemic to explore the influence of positive or negative CI
perceptions on local tourism.
Perception of Country Image (Jordan and India) Prior to the Pandemic
According to the UN Department of Economic and Social Affairs (2014) both Jordan and India
are classified as developing countries. While individuals in developing countries tend to have
either neutral or negative perceptions, individuals in developed countries have positive country
image perceptions (Swoboda et al., 2012). Excerpts below reveal that participants associate
negative country image perceptions to both Jordan and India:
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Participants from Jordan:
Participant D: I’ve always thought Jordan wasn’t a developed country, always late to the party and doesn’t
provide any advanced services. Jordan wouldn’t know how to act under pressure in such circumstances. I
always had this thought in my mind that if Jordan were to face anything, they would fail and let us down, I
always felt like wanting to live anywhere “more developed” than here.
Participant F: If I were told before that Jordan will be one of the best countries in dealing with corona virus,
I wouldn’t believe.
Participant G: Jordan is a small country that doesn’t have a lot of resources like water and oil etc. Jordan is
known for its medical institution and safety; they produce high quality medicine to different countries as
well.
Participant H: Jordan wasn’t really doing anything special in any field, and with all due respect, I honestly
thought that we have too much nepotism and corruption to even function as a country.
Participant K: As we all know Jordan as a country did not much stand tall with other countries or
comparing to other counties, but we also have to keep in mind the fact that it is a third world country, the
main words that comes in mind when addressing Jordan are; WASTA, DEAD SEA, PETRA.

Participants from India:
Participant E: India is a developing country and is becoming the perfect culinary tourism and Tourism in
India is important for the country's economy and is growing rapidly, but I am not sure how they will be
reacting with corona due to the country’s capabilities.
Participant F: Despite how family-oriented and dynamic India is, I am personally worried about the way the
country will react.
Participant G: India prior to coronavirus was perceived to be one of the nations that was ranked the lowest in
the healthcare infrastructure which is continuously fighting with inadequate hospital facilities, doctors and
staff. People don’t trust the health facilities especially the government sector.
Participant L: A serious virus has kept us all imprisoned in our homes for more than a month now – and
maybe for more weeks to come—and has completely reoriented the common Indian’s relationship with its
immediate ecosystem, its businesses and economy, its own government, governments outside of our borders,
and more importantly, with each other.
Participant M: India was in the developing phase prior to the coronavirus. Due to the outbreak, there is a
major fall in the development and the growth of the country.

CI is considered to be an important extrinsic cue when evaluating services and goods, as it
stimulates associations and influences decisions. Previous research indicates that a favorable CI
can promote a positive reputation for services and product categories (Hakala, Lemmetyinen, and
Kantola 2013). Despite that Jordanian participants describe their country as a ‘small country with
limited resources’ and the way Indian participants describe their country as a ‘dynamic developing
country,’ participants in both countries had doubts about the way their countries will handle the
crisis. Their doubts related back to economic reasons, health care capabilities, and third world
characteristics that include a negative image.

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833080/23
DOI: https://www.doi.org/10.5038/9781955833080

6

Khair et al.: Positive influences of COVID-19 on local touristic sites: The role of country image in stimulating tourism in Jordan and India

Perception of Country Image (Jordan) After the Pandemic
Phau et al., (2008) suggests that in time of a crisis, individuals may establish positive beliefs,
behaviors and attitudes towards a particular CI. Research indicates that the enhancement in CI
results in high levels of ethnocentrism among local consumers and increasing the purchase of local
goods (Jin et al., 2015). In this case this may result in stimulating internal demands to products
and services as indicated in the sample of excerpts taken from interviews.
Participants from Jordan:
Participant D: Jordan proved to be ready and know how to react, they took the right measurements early in
the process. Jordan is one of the top countries in knowing how to handle the whole Coronavirus situation.
Honestly, thinking about it now, I wouldn’t want to be anywhere but here and I’m proud to be Jordanian!”
Participant F: I now feel safer in Jordan more than any other country, I see that Jordan is a safer place and
has good strategies.
Participant G: After corona virus I have a better image about Jordan since they are dealing with corona
virus very well and better than most countries in the world which makes me proud of the system with have
in Jordan and the safety regulations.
Participant H: My perspective totally changed after the pandemic hit Jordan. I was prepared for the worst
and didn’t expect anything good to come out of this since our European counterparts were struggling. Most
of us were surprised how the government really stepped up.
Participant K: After the corona virus Jordan as a third world country have coped with it better than many
countries, because we felt the outcome of this dilemma could have been devastating, so after the corona it
has been very great with very great feedback.

Participants from India:
Participant C: After coronavirus, I think people in India became more concerned about their immunity
building, their good health and hygiene. The safety measures in the country to avoid coronavirus have been
taken.
Participant D: There will have many opportunities for youth in the digital world because our country is also
encouraging ‘Digital India’. So, every incident has some pros and cons, same applies with COVID 19 in
India. If there are some challenges, there are also some opportunities.
Participant G: India response to corona virus exceed the expectations as despite the second most populist
country in the world we are the third among the testing, low fatality rate, good recovery rate. The Indian
healthcare Infrastructure which was considered the poorest has out beaten even the developed nation, the
doctors tirelessly work around the clock for the patient’s health. This proves that how much good our
country healthcare responded in this pandemic.
Participant K: The government has taken steps to create awareness among people through different sources,
most of the people either lack awareness of the disease or are not willing to take proper precautions.
Participant O: The government of India is providing more new medical facilities for people’s good health.
So, they are increasing their immune system for fighting against COVID-19.

As indicated from the excerpts above, there has been a shift from neutral or negative to positive
perceptions of their countries. This particularly due to how their countries were capable of
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exceeding expectations in times of a crisis. Participants have acknowledged that the people have
also been directly influencing such perceptions by personally taking safety measures to support
the government in facing the pandemic. Both Jordanian and Indian participants are demonstrating
patriotic behavior after realizing that their countries have surpassed many other developed
countries to protect their citizens. It is also safe to say that results reveal that COVID-19 resulted
in the shift to positive CI perceptions.
From a Psychological (Some Affection) Perspective, Why Will COVID-19 Influence Tourism
in Your Country?
Herz and Diamantopoulous (2013) indicated that affective cues has an influence on consumers’
perceptions of a certain country and its products and services. In fact, negative emotions are
dominant in the early stages of the COVID-19 outbreak (Sun et al., 2020). Researchers have also
acknowledged that feelings and emotions impact destination image perceptions, resulting in
influencing tourism (Nadeau et al., 2008). Therefore, and as demonstrated in some of the excerpts
obtained from interviews, participants in both countries acknowledge the impact Corona virus have
on psychological and affective perspectives when it comes to local tourism.
Participants from Jordan:
Participant A: In my opinion most of the Jordanian income came from the tourism so when there was a
lockdown no countries were allowed to enter and non were able to fly about so this means that the countries
income will become lower and money will take from the citizens in the long run.
Participant C: From a psychological view when corona virus ends for good, tourism will increase because
people are bored at home so they will take a chance to visit everything in Jordan because they miss it.
Participant D: People will think of Jordan as one of the top safest countries in the world and would still
want to visit it as safety is an important factor after the whole coronavirus thing.
Participant F: It will affect tourism because people will be afraid after that the virus spread because of
people who travelled. Also, some were caught up and quarantined in a foreign place or country.
Participant G: I believe that after the corona virus ends the tourism in Jordan will increase since people all
around the world know that Jordan is one of the best countries that are dealing with corona virus and we
have very few cases when compared to other countries so now people around the world would love to visit
Jordan to see the country.
Participant H: I think that a lot of people will visit local places in Jordan, as some of these people will
actually visit these places out of affection for the government and country to pay respects for their efforts
during these hard times.
Participant M: Touristic sites were shut down by the government, and this includes including its most
visited attraction, the ancient city of Petra in southern Jordan. Thousands of foreign tourists left Jordan in
the past few days and hotels had plenty of empty rooms.
Participant N: Some people might want to support the tourism in Jordan, or people who really love the
country, will try and support their country as much as they can because they live in it and by supporting
tourism, it might help with the country’s income.
Participant O: I think corona virus will influence the tourism in Jordan in a bad way, because most of the
people who were having the virus, were quarantined in the dead sea hotel Aqaba, and even Amman, which
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are 3 of the most important places where tourists would stay and go on a vacation to enjoy the views. So,
after hearing that the people were quarantined in the same location (dead sea), they won’t feel safe to come.

Participants from India:
Participant A: Corona virus will impact tourism in India because India has been one of the most affected
countries by the pandemic. Tourists will be scared to visit India. People will need time to come up with
these terms once the situation is normalized and tourism industry will recover.
Participant C: Coronavirus will influence tourism in India as the government suspended all visas,
international flights were stopped and the international borders were sealed, even the state borders were
also sealed for some time. So, tourism industry will be impacted by this.
Participant E: Post lockdown people will start traveling but instead of international destination they will
prefer domestic travel, as the corona fear in the mind of travellers will stop them from stepping out of the
home country, at least for a year or two.
Participant H: This is definitely a global issue that scares all of us and knowing that the travel and tourism
sector is crippled. It is not only in India. People don’t want to go out anywhere," said a tourism ministry
official as he continued to say that If the entire economy is getting obstructed, tourism will be influenced as
well.
Participant M: From a psychological perspective, coronavirus will influence tourism in India because
foreign people basically after such shortcoming or outbreak people become peculiar to know about the
conditions in different nations and the changes adapted by nations in such difficult time.
Participant N: Yes, it will affect the tourism most because people are not ready to easily believe that this
virus is gone so they might have doubts that they can get affected if they travel in busy areas.

Affection is reflected tremendously as participants reflect on several perspectives describing the
influence of COVID-19 on the tourism especially when it plays an important factor in the country’s
income and unemployment rates. Some express their personal fear, scenarios that took place in
their countries, and excitement to feel that the lockdown is over. They recognize the “outside in”
tourism will be limited due to governmental restrictions to borders to countries, yet Jordanian
participants express their desire to travel internally and support their economy especially after the
psychological breakdown they have experience due to a complete lockdown. Despite their
excitement, they come to agree that fear is a common factor to avoiding some of the touristic cites
that had COVID-19 patients held or busy areas. Participants in both countries acknowledge that
tourism will be “crippled” as a result of the pandemic.
From a Cognitive (Mind Thinking) Perspective
Cognitive processing facilitates information about CI to establish perception and the formation of
preference towards products and services (Chao, 1998). It is also worth mentioning that the
destination image concept is also integrated by an individuals’ affective and cognitive evaluations
(San Martin and Del Bosque, 2008). In this study, participants have expressed their opinions from
a cognitive perspective to narrate the influence of the pandemic on destination image and touristic
activities. Samples of the excerpts below demonstrate perceptions of citizens in both Jordan and
India.
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Participants from Jordan:
Participant B: I think tourism will even be better because of what Jordan did during this pandemic we are
going through.
Participant D: Jordan proved how good they reacted to coronavirus and took actions wisely and fast which
helped the country save a lot of time.
Participant G: Some people will not visit the places that had so many cases of corona virus such as visiting
dead sea since it hosted so many people for quarantine or Irbid since it had too many cases.
Participant H: A lot of people will start being cautious about the places they visit, even though the virus
will be gone but, in their minds, it could only be momentarily. So people want to be careful in the long run
to not get infected and in turn infect their loved ones.
Participant J: In my opinion, we all must support our country and our economy too and it would be the
smallest thing that we may do to thank our country for that great attitude to save our health.
Participant P: One of Jordan's most important tourism spots is the dead sea. One of the seven wonders of
the world can be greatly affected because of the patients & people admitted to the hotels all over the dead
sea, for a certain period of time, some were found out that they were affected, and some were not. So, this
will be the major upset concerning tourism in Jordan.

Participants from India:
Participant C: From a cognitive perspective, the coronavirus will impact the tourism in India as travel, tourism
and hospitality have an immense multiplier effect on the economy. India ranks third in the World Travel and
Tourism Council. This sector creates jobs and contributes towards India’s GDP. So, after coronavirus, there
is increase in unemployment and decrease in GDP as well.
Participant E: People will prefer to travel by own vehicles than traveling by Cruises or flight due to the fear
of infection or compulsion of social distancing. Rather than going for a long vacation, people can prefer long
drives during weekends.
Participant H: Keeping the safety measures in mind it's not safe though to travel alone or with the family
because it's contagious disease.
Participant M: From a cognitive perspective coronavirus will influence tourism in India by the fact that a big
part of the total employment is because of the travel and tourism council which will help in the development
of the country.
Participant N: From this perspective they might be ready to take the risk on the base of their awareness and
taking full precaution and safety measures from not getting infected by travelling.

Participants in both countries agree that vacations will take place internally to avoid the risks
associated with travelling to other countries. They express their concerns of being infected and
infecting their loved ones, which has been a concern worldwide. Jordanian participants express
their fear to travel or visit local touristic sites, yet overcome it as they justify that the Jordanian
government has approached the pandemic in a positive way making them feel more secure.
Although some of the participants are having doubts knowing that hotels in touristic sites in Jordan
have been used for quarantine purposes, they are willing to support their country and economy by
nourishing the tourism industry. Indian participants express the significance of the tourism industry
and the negative influences that the pandemic has on the sector. They indicate that they will be
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taking more internal vacations to avoid the risks associated to travelling abroad. However, they
emphasize the need to take the necessary precautions and safety measures.
Would You Consider Visiting Different Destinations in India/Jordan After all This Is Over?
Why?
Participants from Jordan:
Participant B: Inshallah, going to some place full of trees and fresh air is going to be amazing after staying
in the house for too long. And going to Aqaba would be amazing too, to visit the beach and enjoy a good
swim.”
Participant D: Yes, I would, but not anytime soon. In the far future, I would want to visit different
destinations and still travel around but I’d wait for a while and make sure this is over. I would also take
extra precautions than I would normally do.
Participant F: No, because I think it will be crowded and many people will be at the same place, but I think
that the dead sea will not have as many visitors as it used to.
Participant I: Certainly, I want to, because I want to make up for the time that I sat in quarantine, and I want
to go to all the malls, restaurants, and touristic places.
Participant J: Yes, I would like to visit so many places because when we must support our economy, we
must start that support through ourselves first.
Participant L: Yes, I feel very comfortable to go around the country because we have very limited places
that corona virus effected; and it’s under control from the government. On the other hand, there are lots of
places that had no people who were affected in this virus.
Participant P: These hard times made me believe that nothing in this world should be taken for granted. Me
personally, I would definitely want to visit many destinations in Jordan whether I already went there or not.

Participants from India:
Participant A: Yes, I will consider travelling various destinations after all this is over because after the
pandemic will only be a past for me. I will maintain all the social distancing rules but this cannot stop me to
explore India. The fear associated with the pandemic will be out of mind and heart.
Participant B: Yes, because being at home for more than 6 months affected our mental health and it is time
to step out and enjoy different destinations within India to help our country.
Participant C: After all this is over, I would consider visiting different destinations in India because I have
not travelled for months and before this COVID crisis, I planned to visit some places in India which got
postponed due to this.
Participant D: Yes, because COVID made one thing very positive that our environment becomes cleaner
and more beautiful than before. So, all are very excited to see the beautiful and enhanced nature, visiting
hill stations after COVID 9.
Participants M: Yes, I would consider visiting different destinations and states in India after all this is over.
It will help the local people of the state in their livelihoods. It will also help in the growth of our country as
well. Visiting different destinations will also lead us to learn and adapt to new culture and values.
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Participant N: Yes, because I believe the laws made by Indian government are effective along with my
awareness about the corona virus and I will focus on l all safety measures.
Participant O: Yes, because in India there are a large number of beautiful places; historical places, temples
and rivers. After the pandemic, everyone wants to go outside from their home and visit some places for
their happiness and to encourage local tourism.

Visiting local touristic sites is definitely an option for participants in both countries as they are all
willing to visit different destinations locally. Some participants explain that such an action is a
typical reaction that would happen post-quarantine. Especially that quarantine has resulted in
stimulating boredom and negatively influencing mental health. Other participants have also
specified the touristic sites they would be delighted to go to. More importantly participants in both
countries, acknowledge the work of their local government as they justify the desire to visit local
destinations to the ‘excellent’ work their country has done dealing with the virus. Such a behaviour
imposes both cognitive and affective reasoning as they think positively of their country.
Furthermore, supporting their local economy has been also a reason to visit local destination sites.
Implications of Study
COVID-19 caused a turbulence in the tourism industry; and even though there were challenges,
there are also opportunities. With the government’s reaction towards the civilian’s safety during
the pandemic, it instilled hope and patriotism towards the future. According to this study, such a
perception enhances personal country image views, which translates into a motive of returning to
the local economy by visiting local touristic sites.
Extant literature has indicated that country of origin image has an influence on consumers’
perceptions towards brands and products (Akdeniz and Kara 2014). Particularly, country of origin
has an influence on the product evaluation process – this is through the halo and summary effect.
The halo effect is the tendency for individuals to assign a certain impression on the product quality
based on the CI; they use CI as a surrogate indicator for its quality (Han, 1989). The results of this
research indicate that halo effects is applicable when the government decides to enhance country
image perceptions for there to be positive perceptions associated to the touristic sites. Therefore,
the next steps are the most critical for policymakers; it is up to them to accelerate the recovery
timeframe for the tourism industry. Due to locals’ willingness towards local tourism, certain
measures need to be taken towards focusing promotion on local tourism until the pandemic is
under control and international tourism is boosted again. Even though luxurious destinations will
take some time to revive, but locals are willing to go to domestic boutique hotels and
accommodations and visit touristic local destinations. However, efforts need to be maintained by
the government to have the public fully vaccinated to accelerate local tourism. This strategy could
be equally applicable to countries with similar economies. Finally, this pandemic made it clear for
economies like Jordan and India that relying on tourism could be damaging; they need to diversify
themselves so that they are not dependent on it solely.
Conclusions
The coronavirus pandemic has created a significant impact across many sectors in the global
economy. It especially took a toll in international tourism due to many restrictions imposed and
fear in general; Jordan and India are among the countries that took the hardest hit due to their
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reliance on tourism as the mainstay to their economy. After all, both countries hold a monument
listed in the Seven Wonders of the World. Having said that, there is also a positive side to this
situation. In order to find out, interviews were conducted from respondents in Jordan and India to
explore the positive influence that the pandemic may have in enhancing local tourism.
Respondents from both Jordan and India were optimistic about domestic tourism and in helping
their economy revive. Initially their perception on their CI was having doubts about their
government’s capability when it comes to healthcare system. However, respondents’ perspective
changed during the pandemic indicating they have surpassed many developed countries in dealing
with the pandemic. Even though the future of tourism remains uncertain, there is a noticeable shift
toward a patriotic behaviour and positive CI perception from both Jordanians and Indians.
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